In a competitive cell phone industry where consumers have a wide variety of cell phone brands to choose from, it is imperative for marketers to foster brand loyalty in order to establish enduring consumer-brand relationships. Nurturing brand romance has been suggested to marketers to cultivate emotional attachments between consumers and brands so as to increase brand loyalty. This study focussed on determining the extent to which the three underlying dimensions of brand romance, namely pleasure, arousal and dominance predict brand loyalty among cell phone users in the North West province. In total 371 respondents participated in the study. Results indicate that with respect to brand romance, respondents' current cell phone brands generate brand pleasure and brand arousal, but that these brands are not dominant in their minds. Although respondents participating in the study did not exhibit strong levels of brand loyalty towards their current cell phone brands, the three underlying dimensions of brand romance are statistically significant predictors of brand loyalty
Introduction
It has been argued that consumers' emotions result in the formation of emotional attachments with brands (Round & Roper, 2012: 941) , which in turn fosters long-term relationships with these brands (Long-Tolbert & Gammoh, 2012:391) . Studying consumer emotions is thus important as emotional attachment in consumer-brand relationships is said to move consumers to become active partners in their relationships with brands (Belaid & Behi, 2011:43; Kaufmann, Loureiro, Basile & Vrontis, 2012:406) . When consumers engage with brands in this way, it becomes less expensive and more profitable for marketers to maintain consumer-brand relationships (Hess, Story & Danes, 2011:16, 22) . Insights into consumer-brand relationships that increase brand loyalty could therefore be of value to academics and practitioners alike (Ismail & Spinelli, 2012:387) . Sarkar (2011:80) articulates that although traditional branding research conceptualises satisfaction to exert a direct impact on brand loyalty, satisfaction alone does not lead to brand loyalty. Subsequently, marketers need to consider alternative means of fostering brand loyalty, such as consumers' interaction with a brand in the endeavour of forming emotional attachments (Patwardhan & Balasubramanian, 2011:298) . Emotional attachments leading to consumer-brand relationships should therefore be investigated and brand romance is considered to be such an emotional attachment (Patwardhan & Balasubramanian, 2011:299) . Based on their research findings, Patwardhan and Balasubramanian (2011:299) advocate that three dimensions should be considered when investigating brand romance, namely pleasure, arousal and dominance. The purpose of this study was therefore to determine the extent to which the three underlying dimensions of brand romance predict brand loyalty among cell phone users in South Africa's North West province.
Cell phone users were chosen since, as Li, Dong and Chen (2012:121) suggest, emotions play a central role in cell phone users' Abstract experiences because consumers experience a variety of emotions during the daily use of their cell phones. This view is supported by Tsai (2011:531-532) who suggests that products (such as cell phones) could create an attachment that can be used for relationship building purposes by offering sensory pleasure and emotional and intellectual delight (for example, cell phones could be used for entertainment purposes) while simultaneously conveying symbolic meaning that consumers use to reinforce or express their identity (such as using cell phones for social networking purposes). Cell phones are therefore no longer only a communication device, as is evident by the fact that cell phones are being used in a variety of ways for different purposes and experiences, all evoking emotions through utilitarian (for example mobile banking) and hedonic (for example gaming) components (Li et al., 2012:121, 135; Petruzzellis, 2010:615) . Chaudhuri and Holbrook (2001:82, 88 ), Holbrook and Hirschman (1982:138-139) and Kim (2012: 425) accordingly argue that hedonic consumption (referring to the positive feelings associated with the enjoyment derived from consumption) results in brand loyalty. In summary it can be concluded that the fast development of new technologies and applications within the cell phone industry, and cell phone handsets in particular, emphasises the importance of fostering consumer-brand relationships (Franzak & Pitta, 2011:396) to not only create brand loyalty (Chaudhuri & Holbrook, 2001:82, 85; Thorbjørnsen, Supphellen, Nysveen & Pedersen, 2002:20; Wang & Li, 2012:149, 164, 170) , but also to prevent customers from switching to competitors (Hoyer, MacInnis & Pieters, 2013:252; Wang & Li, 2012:149) .
Theoretical overview

Brand loyalty
Brand loyalty can be viewed as consumers' repetitive and systematic purchase of the same brand (Belaid & Behi, 2011:39) . For true brand loyalty to exist, consumers have to form an emotional attachment with (Liu, Li, Mizerki & Soh, 2012:924) , and be committed to the brand (Wilson, Zeithaml, Bitner & Gremler, 2012: 41) . Chitty, Hughes and D'Alesandro (2012: 232) , Petruzzellis (2010:616) and Torres-Moraga, Vásques-Parraga and Zamora-González (2008: 303) argue that brand loyalty is created by establishing and maintaining consumer-brand relationships. The reason why organisations want to establish and maintain brand loyalty is clear: brand loyalty is imperative for successful financial performance (Castro & Pitta, 2012:126; Delgado-Ballester & MunueraAlemán, 2001 :1238 Kuikka & Laukkanen, 2012:534; Torres-Moraga et al., 2008:303) . Other advantages of pursuing brand loyalty include the fact that brand-loyal consumers are less price-sensitive (Delgado-Ballester & Munuera-Alemán, 2001 :1254 Hawkins & Mothersbaugh, 2013:680) , they act as effective ambassadors for the brand (Hess et al., 2011: 14) , and they are less likely to be influenced by competitors' marketing efforts or to switch to competitors (Hoyer et al., 2013:252; Wang & Li, 2012:149) . Brand loyalty thus results in reduced marketing costs and an increased share of consumers' spending (Gummesson, 2002:52) , critical for cell phone marketers in a fiercely competitive market where it is easy to switch between brands (Tubbs, 2012; UNICEF, 2012:6) .
To consumers, brand loyalty provides confidence that the brand to which they are loyal will satisfy their needs better than competing brands (Day, 1969:34) . This confidence is instilled through intangible benefits inherent in the brand (Torres-Moraga et al., 2008:308) , resulting in consumer-brand relationships (Lazarevic, 2012:55-56) . Consumer-brand relationships that increase brand loyalty are thus of importance to both academics and practitioners (Ismail & Spinelli, 2012:387) . Oliver (1999:39) explains that the value of pursuing consumer-brand relationships lies therein that some forms of consumer-brand relationships result in a sense of enduring attachment. For this reason, an emotional attachment is necessary for consumers to act as partners in consumer-brand relationships (Long-Tolbert & Gammoh, 2012:391) .
Brand attachment can be defined as a deepseated passion for the brand and is characterised by consumers determined to possess the brand and a willingness to make sacrifices for this purpose (Tsai, 2011:531) . Emotions thus contribute to establishing brand attachment. Considering emotional (or affective) aspects when trying to build brand loyalty is therefore important as brand attachment positively impacts brand loyalty (Chaudhuri & Holbrook, 2001:82, 85; Hwang & Kandumpully, 2012:103, 105; Papista & Dimitriadis, 2012: 48) . Although it was found that brand attachment had a greater impact on brand loyalty than brand commitment (Tsai, 2011: 530-531) , previous research also established that brand attachment indirectly affects brand loyalty through impacting brand commitment (Belaid & Behi, 2011:43) and brand trust (Belaid & Behi, 2011:43; Song, Hur & Kim, 2012:337) . Patwardhan and Balasubramanian (2011:299, 304 ) have established brand romance as an emotional attachment to the brand which does affect brand loyalty.
Brand romance
According to Patwardhan and Balasubramanian (2011:304) a need exists to investigate the effect of brand romance within consumerbrand relationship research. Based on the findings of their research, Patwardhan and Balasubramanian (2011:299) advocate that three underlying dimensions should be considered when determining brand romance, namely pleasure, arousal and dominance. Li et al. (2012:136) and Mugge, Schifferstein and Schoormans (2010:279) state that consumerbrand relationships are rooted in pleasure. For this reason, Patwardhan and Balasubramanian (2011:299) argue that brand romance also starts with pleasure. Since a particular level of pleasure as opposed to displeasure can be used to determine satisfaction (Oliver, 1999:34) , cell phone marketers should provide satisfactory brands to stimulate emotional bonding and elicit pleasure (Mugge et al., 2010:279) . Although positive emotional responses to brands have been termed brand affect (Chaudhuri & Holbrook, 2001:82) , this study considers the association of positive feelings toward brands as pleasure, the label used by Patwardhan and Balasubramanian (2011:299) when examining this particular dimension of brand romance. The pleasure dimension of brand romance includes an attraction to the brand (Patwardhan & Balasubramanian, 2011: 299) . Newman and Werbel (1973:404) considered consumer attraction to the brand as an important dimension of brand loyalty. Pleasure could thus affect brand loyalty (Chaudhuri & Holbrook, 2001:82, 88; Kim, 2012:431; Mugge et al., 2012:279; Ye, Bose & Pelton, 2012:198) . For this reason, the possible impact of the pleasure dimension of brand romance on brand loyalty becomes evident.
Considering emotional responses to consumption, arousal also directly influences consumers' actual purchase behaviour (Li et al., 2012:135) . Emotional arousal (which extends beyond affect or preference) can be the motivation for consumption, since consumers become involved with the brand (Holbrook & Hirchman, 1982:93; 133) . Such intense positive feelings causing arousal constitute the second dimension of brand romance, labelled as arousal (Patwardhan & Balasubramanian, 2011: 299) . Emotions, such as pleasure and arousal, affect consumers' activity, intention and reaction with regard to consumption behaviour (Li et al., 2012:135) as well as brand loyalty (Dick & Basu, 1994:104; Kuikka & Laukkanen, 2012: 531, 534) .
According to Patwardhan and Balasubramanian (2011:299) the last dimension of brand romance, namely dominance, captures the brand's propensity to engage the consumer's cognition. Brands consumers use become part of their lives (Fournier, 1998:367) and can become so imbedded in consumers' lives that they form part of their psyche and lifestyle (Oliver, 1999:40) . The cognitive nature of consumer-brand identification results in brand loyalty when congruence between consumers' self-images and the brand exist and the brand becomes embedded in consumers' lives (Oliver, 1999:38, 40; Papista & Dimitriadis, 2012:47; Ye et al., 2012:197-198 ). In the cell phone industry specifically, consumers are attached to their cell phones (Hollis, 2011:7; Orrill, 2011:48) as cell phones are regarded as extensions of one's identity (Du Toit, 2011: 40) .
In summary, brand romance is considered in terms of three underlying dimensions referring to emotions (such as pleasure and arousal) and dominance (where the brand can become imbedded in consumers' lives) (Patwardhan & Balasubramanian, 2011:299) . According to Tsai (2011:530) brand loyalty is established through holistically considering the utilitarian, emotional and symbolic (congruence with self-image and social image) value of the brand. Even though Patwardhan and Balasubramanian (2011:304) maintain that brand romance predicts brand loyalty, the underlying dimension of brand romance should, for this reason, also predict brand loyalty.
The South African cell phone industry
The South African cell phone industry has experienced tremendous growth, especially due to cell phone network providers offering prepaid subscriptions to resource-limited consumers (UNICEF, 2012:5; 12) since the launch of cellular services by Vodacom and MTN in 1993 (Vodacom, 2013; MTN, 2013) . Such was the growth that it is believed that the country today enjoys more than 100 per cent market penetration (African Telecoms News, 2012: 20; UNICEF, 2012:5) , with more than 51 million active cellular subscriptions (Blycroft, 2012) . In terms of revenue, the cellular industry generated more than 60 per cent of the income of the total telecommunications industry in 2010, namely R118 billion (Stats SA, 2010:2).
Cell phones increasingly form an integral part of South African consumers' daily lives (SAARF, 2012; Bohlmann, 2011) , as is evident from the amount of time consumers spend interacting with their cell phones (Persuad & Azhar, 2012:418) . Advancement in South African cellular technologies also increases consumers' reliance on cell phones as a platform for conducting mobile commercial transactions (ranging from mobile payments and mobile-banking to flight and hotel reservations), thereby contributing to the increased time consumers spend interacting with their cell phones (Dlodlo & Chengadzai, 2013:2) .
Additionally, South Africa's cell phone sales accounted for 21 per cent of all consumer electronics spending in 2010 (UNICEF, 2012: 13) . According to Fripp (2012) and Hutton (2011) , Nokia, BlackBerry and Samsung are the three most popular cell phone brands in South Africa. In terms of usage behaviour, Goldstuck (cited in Vermeulen, 2012) estimated that more South Africans access the internet via their cell phones than those doing so by personal computer, laptops and tablet PCs combined. The majority of South African cell phone users also prefer sending SMS text messaging to calling (Hutton, 2011) .
In order to establish and maintain a competitive advantage in this competitive industry, it is important for cell phone handset marketers to build relationships with their customers in order to retain them in a market characterised by fierce competition where it is easy to switch between brands (Tubbs, 2012; UNICEF, 2012:6) .
Problem statement, objectives, hypotheses, and conceptual framework
In a competitive cell phone industry where consumers have a wide variety of cell phone brands to choose from, it is imperative for marketers to ensure that their brands relate to consumers on a personal level. By forming consumer-brand relationships, marketers can limit switching behaviour and strengthen brand loyalty (Franzak & Pitta, 2011; Hoyer et al., 2013; Wang & Li, 2012) , thereby reducing marketing costs and increasing the share of consumers' spending (Gummesson, 2002:52) . Although numerous research studies focussed on satisfaction as a mediator accounting for the relationship between numerous constructs and loyalty (Aksoy, Buoye, Aksoy, Larivière, & Keiningham, 2013; Jeon & Hyun, 2012; Tu, Wang, Chang, 2012) , most studies conclude that satisfaction alone does not lead to brand loyalty (Dagger & David, 2012; Drenger, Jahn & Gaus, 2012; Sarkar, 2011) . Consequently, recent branding studies focussed on the mediating role of emotional attachments when long-term relationships with consumers are considered (Hwang & Kandampully, 2012; Long-Tolbert & Gammoh, 2012) . While studies suggest that brand romance may forecast loyalty better than brand attitude (Patwardhan & Balasubramanian, 2011:304) , empirical evidence regarding the extent to which brand romance and its underlying dimensions predict brand loyalty remains limited.
The primary objective of this study was therefore to determine the extent to which brand romance (in terms of three underlying dimensions, namely pleasure, arousal and dominance) predict brand loyalty among cell phone users in the North West province. The following secondary objectives were accordingly formulated:
• Measure the three underlying dimensions of brand romance, namely pleasure, arousal and dominance with respect to cell phone users' current cell phone brands.
• Determine the level of brand loyalty cell phone users exhibit towards their current cell phone brands.
• Determine the extent to which the three underlying dimensions of brand romance, namely pleasure, arousal and dominance predict brand loyalty. The following hypotheses were accordingly formulated:
H a 1: Brand pleasure predicts consumers' brand loyalty towards their current cell phone brands.
H a 2: Brand arousal predicts consumers' brand loyalty towards their current cell phone brands.
H a 3: Brand dominance predicts consumers' brand loyalty towards their current cell phone brands. Based upon the literature and resultant hypotheses, the following conceptual framework is proposed to illustrate the relationships between the variables concerned.
Figure 1
The hypothesised relationships between brand romance dimensions and brand loyalty among cell phone users Source: Based on Patwardhan and Balasubramanian (2011:299) 5 Research methodology
Research design, study population and sampling plan
In order to achieve the objectives formulated for the study, a descriptive research design that is quantitative in nature was followed. The researchers targeted the study population, residents living in the North West province who were older than 18 years, owned a cell phone, and had a say in the purchase of their cell phone. Since a sampling frame of the study population was not available, nonprobability sampling techniques were chosen for the study. The researchers utilised convenience sampling to select the sample from the study population. A total of 371 of the 400 questionnaires fielded could be used for analysis.
Questionnaire
A self-administered questionnaire was designed to collect the data. Screening questions were included to ensure that respondents were eligible to take part in the study. The questionnaire inquired about the demographic characteristics of respondents as well as their cell phone patronage habits. Brand romance was measured using a five-point Likert-type scale with items taken from the research by Patwardhan and Balasubramanian (2011) . A five-point Likert-type scale (where 1 = strongly disagree and 5 = strongly agree) was used to measure the three dimensions of brand romance, namely brand arousal, brand pleasure and brand dominance, as well as respondents' brand loyalty towards their current cell phone brand. The brand loyalty measurement scale used seven items adapted from Keller (2001) and used a five-point Likert-type scale (where 1 = strongly disagree and 5 = strongly agree).
Method of data collection
Honours degree students specialising in Marketing Management (who have all completed a marketing research module) were selected and trained as fieldworkers for this study. It was expected of fieldworkers to select prospective respondents from the target population (based upon convenience, filling a gender quota in all major cities and towns in the North West province), approach them, determine their eligibility to take part in the study, and finally, collect the distributed questionnaires from respondents once completed.
Data analysis
The researchers made use of the Statistical Package for Social Sciences (SPSS), Version 20 to capture, clean, edit, and analyse the data. Once the data file was ready for analysis, the researchers calculated frequencies to portray a demographic profile of respondents who participated in the study. The researchers furthermore assessed the internal consistency reliability of all the items in the brand romance and brand loyalty scales. To present the results of the Likert-type scales measuring brand romance and brand loyalty, descriptive statistics (means and standard deviations) were calculated. Once the reliability of the measurement scales had been established, the researchers calculated overall mean scores for the three dimensions of brand romance and the brand loyalty construct. In order to test the hypotheses formulated for the study, the researchers conducted a standard multiple regression analysis to determine the extent to which the three dimensions of brand romance predict the brand loyalty construct, after it was ensured that assumptions associated with using this technique were met. The researchers furthermore relied on a 95 per cent confidence level to interpret the results.
Results
Demographic profile of respondents
From Table 1 it can be seen that slightly more females (52.6 per cent) participated in the study than males (47.4 per cent). More than a third of the respondents had either completed high school (34.8 per cent) or completed a university or post-graduate degree (35.0 per cent) as their highest qualification. Most respondents were full-time employed (56.6 per cent). Nearly three quarters of the respondents were contract customers (73.3 per cent). Half of the respondents used BlackBerry cell phones (50.0 per cent), followed by Nokia (26.8 per cent) and Samsung (11.4 per cent). The table also shows that the majority of respondents had been using their current cell phone brand for between one and three years (39.1 per cent). From Table 2 it can be seen that the item 'I am really happy that this brand is available' (mean = 3.90) obtained the highest mean of all items measuring brand romance, followed by another two items measuring the brand pleasure dimension of brand romance, namely 'Using this brand gives me great pleasure' (mean = 3.79) and 'I love this brand' (mean = 3.78). The items that obtained the lowest mean scores measure the brand dominance dimension of brand romance and include 'Sometimes I feel I cannot control my thoughts as they are obsessively focussed on this brand' (mean = 1.66) and 'This brand always seems to be on my mind' (mean = 1.76). All items measuring the underlying dimensions of brand pleasure and brand arousal of brand romance obtained means above the midpoint of the scale, namely 3.00 (between 3.13 and 3.90), whilst all items measuring brand dominance obtained means below the midpoint of the scale (between 1.66 and 1.96).
Brand romance and brand loyalty
When the items measuring brand loyalty are examined, it is evident that only one item obtained a mean above the midpoint of the scale, namely 'This is the one brand I would prefer to buy or use' (mean = 3.18), with 'I buy as much of this brand as I can' (mean = 2.26) obtaining the lowest mean.
Assessing reliability and overall mean scores
To assess the internal consistency reliability of the scales used to measure the underlying dimensions of brand romance and the brand loyalty construct, Cronbach's alpha coefficients were calculated and are subsequently presented in Table 3 . According to Pallant (2010:6) , a coefficient of 0.7 and higher indicates sufficient correlation between the items, indicating that the items measure a particular underlying 'attribute'. Sufficient internal consistency reliability allows for the calculation of an overall mean score for the dimension or construct. It is evident from Table 3 that all scales exhibit a Cronbach's alpha coefficient of more than 0.7, indicating internal consistency reliability for all scales concerned. It is furthermore evident from Table 3 that the brand pleasure dimension realised the highest overall mean score of 3.67, followed by brand arousal (mean = 3.44). Brand dominance realised an overall mean score below the midpoint of the scale (mean = 1.81). It can therefore be concluded that respondents agree that their current cell phone brand is responsible for brand pleasure and brand arousal, but disagree that their current cell phone brand is dominant in their minds. Brand loyalty obtained an overall mean just below the midpoint of the scale (mean = 2.74). It can therefore be concluded that respondents do not exhibit strong levels of brand loyalty to the cell phone brand they currently own. 
Construct validity
Validity is assessed to determine whether a scale measures what it is intended to measure (Pallant, 2010:7) . For the scales measuring brand romance, Patwardhan and Balasubramanian (2011) indicated convergent as well as discriminant validity in their work. To measure brand loyalty, the researchers used a scale published by Keller (2001) , which is frequently used to measure brand loyalty. With the aid of exploratory factor analyses, discriminant and construct validity of scales used in the study were assessed. In each case only one factor was extracted explaining between 66.254 per cent and 79.464 per cent of the variance in the data, with factor loadings between 0.706 and 0.927 being observed. The scales used to measure the underlying dimensions of brand romance and the brand loyalty construct have thus been deemed valid by the researchers for the purposes of this study.
Addressing the assumptions of multiple regression
Before a multiple regression analysis can be conducted, it is necessary for researchers to ensure that certain basic inherent assumptions are met (Pallant, 2010:150-151) . The findings with respect to these assumptions are as follows:
• Tabachnnik and Fiddel (2007) (cited in Pallant, 2010:150) propose a sample size of 50 plus three times the number of independent variables equalling 74 as adequate to conduct a multiple regression. The study realised 371 respondents, well above the minimum of 74 respondents required when three independent variables are involved.
• Multicollinearity can be ruled out since none of the pairs of independent variables realised a correlation coefficient greater than 0.9 (Pallant, 2010:151) , and none of the independent variables realised tolerance values below 0.1 or variance inflation factors above 10.0 (Pallant, 2010:158).
• No univariate or multivariate outliers were present in the data. Standardised residuals for independent variables did not exceed an absolute value of 3.3 and for combinations of independent variables, the Mahalanobis distances calculated were all below the critical value of 16.27, with Cooks distances less than 1 as prescribed by Tabachnnik and Fiddel (2007) (cited in Pallant, 2010:159) .
• The normality of distribution, as well as homoscedasticity of variance assumptions have been met, since the data points in the Normal P-P Plot are in a fairly straight line and the Scatterplot of the standardised residuals is 'roughly rectangular, with most of the score concentrated in the centre' (Pallant, 2010:158) . Based upon the fact that these assumptions could be met, the researchers continued with a standard multiple regression analysis.
Multiple regression analysis results
The Pearson product moment correlations conducted for pairs of variables that include each of the three independent variables (brand pleasure, brand arousal and brand dominance) and the one dependent variable (brand loyalty) indicate significant linear relationships (pvalue < 0.05) between all three pairs of variables. Each pair of variables exhibits correlation coefficients ranging between 0.550 and 0.678.
An overall correlation coefficient (R Square value) of 0.586 for the regression model is evident from Table 4 . This indicates that the three independent variables (brand pleasure, brand arousal and brand dominance) explain 58.6 per cent of the variability in brand loyalty. In Table 6 it can be seen that the p-value for the constant (p-value = 0.012) is significant (pvalue < 0.05) and the null hypothesis that the constant is 0 can be rejected. It is furthermore evident from Table 6 that the three dimensions of brand romance are statistically significant predictors of brand loyalty. Brand arousal is the best predictor of brand loyalty (beta-value = 0.378; p-value < 0.0005), followed by brand dominance (beta-value = 0.363; p-value < 0.0005) and finally brand pleasure (beta-value = 0.228; p-value < 0.0005). The following findings regarding the hypotheses formulated for the study can therefore be made based upon the results of the standard multiple regression analysis:
• H a 1 that brand pleasure predicts consumers' brand loyalty towards their current cell phone brands should therefore not be rejected (beta-value = 0.228; p-value < 0.0005). H a 2 that brand arousal predicts consumers' brand loyalty towards their current cell phone brands should therefore not be rejected (beta-value = 0.378; p-value < 0.0005).
• H a 3 that brand dominance predicts consumers' brand loyalty towards their current cell phone brands should therefore not be rejected (beta-value = 0.363; p-value < 0.0005). The results of the standard multiple regression analysis used to test the hypotheses formulated for the study are visually portrayed in Figure 2 . 
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Conclusion and managerial implications
For cell phone marketers to cultivate brand loyalty remains challenging, as consumers have numerous cell phone brands to choose from. Studies suggest that brand romance may predict brand loyalty better than brand attitude by enhancing attitudinal loyalty (Aurier & De Lanauze, 2011:823; Patwardhan & Balasubramanian, 2011:304) . This study therefore set out to determine extent to which the three underlying dimensions of brand romance predict brand loyalty, namely pleasure, arousal and dominance among cell phone users.
Results of the study indicate that respondents do not have strong brand loyalty towards their cell phone brands. Respondents participating in this study could therefore possibly switch to another cell phone brand when renewing their contracts. Although this is the case, it is important for cell phone marketers to realise that most cell phone users stay with their particular cell phone brand for the duration of their contract. Therefore, cultivating brand loyalty before consumers engage in a contract or renew a contract is crucial for a cell phone brand's success.
In line with previous research on the different dimensions of brand romance (Kuikka & Laukkanen, 2012:531, 534; Patwardhan & Balasubramanian, 2011:304; Wang & Li, 2012: 149, 164, 170) , the results from this study indicate that the three dimensions of brand romance, namely arousal, pleasure and dominance, are statistically significant predictors of brand loyalty. The results complement the present literature on brand romance as a viable construct for influencing brand loyalty (Burnham, Frels & Mahajan, 2003:120; Patwardhan & Balasubramanian, 2011:299) . Although all three constructs of brand romance are statistically significant predictors of brand loyalty, brand arousal is the best predictor of brand loyalty, followed by dominance and pleasure respectively.
Since it is apparent from the descriptive results that respondents experience pleasure more than what they are aroused, or that the cell phone brand dominates their thoughts, getting consumers involved with the brand will help to increase arousal (Holbrook & Hirchman, 1982:133) . To increase dominance, cell phone marketers must clearly differentiate themselves so that the brand will become part of consumers' identity (Burnham et al., 2003:119) , instead of consumers viewing only the cell phone itself as part of their identity (Du Toit, 2011:40) , thereby resulting in greater brand loyalty. Sarkar (2011:92) also suggests using romantic content in marketing communications to elicit romantic feelings for the brand.
Affect, like brand romance, is not easily changed, but cognition can be redirected through argumentation (Oliver, 1999:35) . The possible influence of marketing stimuli aimed at attracting consumers to competitive brands will thus be weaker when brand romance is present, thereby resulting in more brand loyal consumers. For this reason, increasing brand romance could keep cell phone users brand loyal.
Finally, since the three dimensions of brand romance, namely pleasure, arousal and dominance, predict brand loyalty, cell phone marketers should attempt to increase consumers' brand romance to develop a brand loyal customer base.
Limitations and directions for future research
Brand romance is considered to be productspecific (Patwardhan & Balasubramanian, 2011:299) and what constitutes pleasure will differ across product categories (Holbrook & Hirchman, 1982:135) . As only cell phone brands were investigated, findings cannot be generalised to other brands in other product categories. This study followed a non-probability convenience sampling approach among cell phone users in the North West province of South Africa, implying that the results cannot be generalised to the entire study population. Also, similar to the study of Patwardhan and Balasubramanian (2011:299) , this study did not consider the reasons why consumers engage in a romance with a brand in the first place, or how it can be imparted on consumers. Using quota sampling based upon age could have contributed to the representativeness of the sample and could have allowed for comparisons between different age groups.
A probability sample could be drawn by collaborating with established service providers such as Vodacom, Cell C and MTN. Through such collaboration, a longitudinal approach could be followed to measure consumers' brand romance and the extent to which it predicts brand loyalty over a period of time. Future research could include replicating the study in other product contexts to determine whether the three dimensions of brand romance, namely arousal, pleasure and dominance, predict brand loyalty. Finally, the extent to which the dimensions of brand romance predict brand loyalty was determined in an instance where fairly low levels of brand loyalty transpired. It is therefore advisable to also investigate the extent to which the dimensions of brand romance predict brand loyalty in instances where higher levels of brand loyalty occur.
